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Abstract: In 2015, the global military expenditures represent 1.676 millions of American dollars 
while the world is facing numerous crises – global warning, mass poverty, humanitarian 
disasters, and economy. The reallocation of this huge amount of money could improve human 
security. To do so, a serious mobilization is needed in order to create a global movement calling 
for the transfer of military money to human needs and directly influence political decisions. 
This work develops a mobilization campaign in Spain, implemented by the Centre Delàs de 
Estudios por la Paz. In the frame of the 6th edition of the Global Day of Action on Military 
Spending (GDAMS), the campaign has been adapted to the Spanish political agenda with the 
attempt to influence the 2016 general elections. 
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1. Introduction  
 “The world is over-armed and the peace is under-funded”, attested Bank Ki-Moon in 
2012. In 2015, the global military expenditure was about 1.676 billion of American dollars, 
which is much higher than the official development assistance, which was up to 131,6 billion 
of American dollars in 2015, according to the Organization for Economic Cooperation and 
Development (OECD). While the world is facing several and intense crisis at different levels, 
an increasing number of citizens, activists, Non-Governmental Organizations (NGOs) and 
members of the international civil society are calling for a “great” transformation: equitable and 
socio-ecological in order to implement a culture of peace. The idea supported is that the money 
released from the military budget could be made available to five broad directions: 
humanitarian aid, peace building, public services, development and tackling climate change 
which would participate to the promotion and elaboration of a culture of peace. In this work, 
we will refer to these budget reallocation possibilities with the term “human needs spending” 
in order to embrace at the same time social welfare spending and international cooperation 
spending which would permit to tackle the five fields previously mentioned.  
 The main challenge today remains to create a serious mobilizing effort to make the 
disarmament movement internationally visible and able to influence public consciousness, the 
political debate and, further, political action. This process needs to combine actions all around 
the world in order to sum and gather individual, local, national and regional strengths and 
initiatives and to meet the international ambition of such movement with particular needs and 
priorities. The Centre Delàs de Estudios por la Paz, a Spanish NGO based in Barcelona working 
on disarmament, arm trades and armed conflict with the goal to develop a culture of peace, has 
decided to get involved in the international movement Global Day of Action on Military 
Spending (5th – 18th April 2016) and create events and materials in Spain to raise public and 
political awareness about these issues. As well, and considering the particular Spanish political 
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agenda with the general elections occurring on June 26th 2016, its actions have been extended 
from rising public and political awareness into political lobbying in order to attempt to integrate 
peace policies and disarmament issues into the national political debate.  
 The attempt of this work is to elaborate and manage such a project at a city, community 
and national level closely linked to the international movement. After reviewing essential data 
about military spending, we will explore the disarmament movements by focusing particularly 
on the GDAMS campaign. Then, the Spanish campaign, implemented by the Centre Delàs will 
be explained into detailed, from its conception to its implementation. Finally, this work will 
evaluate such campaign in order to highlights its strengths and resolve its weaknesses or failures 
and make it more efficient for the next editions.  
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2. What is military spending?  
Military spending are widely understood as “defense spending”, which, according to the 
Cambridge dictionary, is “money spent by a government to provide its military with weapons, 
equipment, and soldiers” [1]. However, when it comes to the specific study of such spending, 
definitions vary according to the type of actor who actually defines it and its direct and indirect 
linked interests. 
To better understand these differences and in order to give a broad picture of actual 
military spending, this work will refer to three definitions. The first one is used by the 
Stockholm International Peace Research Institute (SIPRI), a strategic studies Institute 
specialized in global security. According to SIPRI, military expenditure includes “all current 
and capital expenditure on. [the armed and peace-keeping forces], defense ministries and other 
government agencies engage in defense projects; paramilitary forces [when disposed] and 
military space activities” [2]. Basically, the two main elements excluded from this definition 
are “civil defense” and the “current expenditures of previous military activities”.  
The second definition this work refers to is the one adopted by Eurostat, a directorate 
general of the European commission, which provides statistical information to the institutions 
of the European Union. Eurostat refers to military spending as the defense category of 
government expenditures which include: “military defense, civil defense, foreign military aid, 
research and development defense and defense n.e.c (not elsewhere classify)” [3]. 
The third and last definition used in this work is the one adopted by the Centre Delàs - 
Peace studies Institute, observatory on disarmament, arms trade, arm conflict and culture of 
peace. Its definition has the same base as SIPRI’s one but take into consideration more elements 
such as “secret services [budget], interests on debts associated to defense and the difference 
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between the budgets implemented at the end of the year compared to the initially approved 
one.”[4] As a consequence, this definition presents higher data than the previous ones.  
3. Facts and figures about military spending in 2015-2016 
A. Military spending: the big picture  
According to SIPRI, the world military expenditure in 2015 launched $1.676 billion [5] 
which represent 2,3% of the global Gross Domestic Product (GDP). It has increased by 1% 
since 2014 which represent the first augmentation since 2011. However, to better understand 
the global trend of military spending, it is important to note that, due to the sharp fall in oil 
prices late 2014, a number of countries had to decrease their budget more by economic 
obligation than real political choice. Angola, Chad, Ecuador, Kazakhstan, Oman, South Sudan 
and Venezuela are embedded illustration of such a phenomenon. For the same reason, Algeria, 
Azerbaijan, Russia and Saudi Arabia are expected to cut their military budget in 2016. 
 
Figure 1 : The share of world military expenditure 2015 (Source: SIPRI 2016) [6] 
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 In the Figure 1, we observe that more than half of global military expenditure is shared 
by the 3 highest spenders. The United-States, with a military budget of 596 million dollars [7] 
spent three times China’s budget which represent no less than 13% of the world military budget. 
In 2015 Saudi Arabia became the third largest spender, due to the additional spending on 
military operation in Yemen.  
B. Regional trends and analysis  
The global picture of military spending is not linear. By examining the regional trends, 
as explained in the Figure 2, two geographical areas (Asia/Oceania; Eastern Europe) out of 
seven present an increased budget since 2014. Asia/Oceania, with a global increase of 5,4% 
present some important national peaks (Indonesia +16%, Philippines +25%, Vietnam +7,6%) 
due to heightened tensions with China over the south China sea.  In this respect, China remains 
by far the main spender with a budget equivalent to 49% of regional spending. Eastern Europe, 
mainly as a consequence of the conflict in Ukraine and the escalating fear feeling of a threat 
from Russia, presents an increase of 7,5% of its military budget within a year.  
The region of the Middle-East needs to be interpreted carefully, knowing that a lot of 
data are missing. It is consequently impossible to evaluate the regional military spending. 
However, since 2006, Saudi Arabia has doubled its military spending while Iraq represents the 
largest world budget since 2006 in a context of reconstruction of its armed force after the US-
led invasion in 2003 and then due to the war with the Islamic State of Iraq and the Levant (ISIS). 
In the other hand, Iran military budget has decreased by 30% since 2006 due to the various 
economic and financial sanctions implemented by the European Union and the United-States.  
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Figure 2 : Changes in military expenditure, by region 2014-15 (Source: SIPRI 2016) [8] 
The four other regions (Latin America/Caribbean, Africa, western and central Europe 
and North America) have decreased their military budget since 2014. However, for Latin 
America/Caribbean, the trend has to be examining in a longer term considering that, if we 
observe a decrease of regional military spending since 2014, the military budgets have largely 
increased since 2006. The 2,9% decrease of Latin America / Caribbean’s military budget since 
2014 is mainly due to the 64% decrease of Venezuela military expenditures due to a severe 
economic crisis (fall of oil prices) and the Brazil economic recession. However, Central 
America presents an increase of its military budget due to violent organized crime and the 
regional military spending is still 33% higher than in 2006.  
Then, Africa is breaking an eleven year trend of military budget augmentation. The 5,3% 
fall in African’s military spending since 2014 is mainly due to the decrease of the Sub-Saharan 
Africa, with the end of the civil war in Angola, and the fall of oil prices. Nevertheless, African’s 
military budget has increased by 68% since 2006 due to instabilities in various areas as the on-
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going operation with Boko Haram in Nigeria or the conflict between Kenya and Somalia 
demonstrate.  
Finally, North America and Western and Central Europe present a diminution of their 
military spending for one main reason: the austerity measures post 2008 economic crisis. For 
example, for the United-States, the budget has been impacted by the 2011 Budget Control Act. 
However, number of countries, as the United-Kingdom, France and Germany, has announced 
a future growth in these expenditures in coming years.  
C. The Spanish budget  
According to SIPRI, the Spanish military spending in 2015 represented 12.852 million 
euros (1,3% of Spanish GDP) which represents an increase of 33% from 2013 SIPRI’s data. 
This shift is partly due, among other factors, to the result of a long-term cooperation between 
SIPRI and the Centre Delàs about military spending research which has led to the incorporation 
in SIPRI calculation of diverse military costs which are distributed in various ministries [9].  
However, Centre Delàs, in its definition of military spending, still include additional 
elements such as previous military activities expenditures, the Spanish Intelligence national 
center (CNI) budget, the interests of the public debt in proportion to the total military budget 
and the difference between the initial budget announced by the defense ministry and the final 
budget at the end of the year [10]. To this extent, Centre Delàs evaluates the Spanish military 
spending in 2015 up to 17.444,9 million Euros [11]. As well, as Centre Delàs has already 
evaluate the Spanish military budget for 2016, estimated at 17.465 million Euros, the 
organization can assess that it constitutes the first increase since the 2008 economic crisis. 
According to Centre Delàs data, Spanish military budget represents 4% of the total State budget, 
with an annual military expense per habitant estimated at 376 euros.  
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Nevertheless, these data are not broadly accepted. Indeed, and according to Eurostat, the 
defense budget, as previously defined, represented only 0.9% of the Spanish GDP in 2014. This 
is the data used by the government, which is clearly lower than the one defined by Centre Delàs 
and seem less controversial from a citizen’s perspective.  
4. The disarmament movements 
Due to the importance of military budgets, various organizations are implementing actions 
to support disarmament. From the United Nations’ disarmament campaigns to more specific 
campaigns launched by various NGOs around the world, all denounce an excessive use of the 
military which avoid the development peaceful perspectives to tackle crisis.  
A. A United Nations’ Goal 
Since decades, the United Nations (UN) has integrated disarmament as an important 
objective [12]. Several resolutions have been adopted on this aspect. In 1981, a resolution has 
been adopted to reduce military budgets. In 1983, a resolution highlighted the relationships 
between disarmament and development, more particularly in post-conflict societies where 
disarmament is both a requirement for development and a supporting factor for it, creating 
confidence in the peace process. Few years later, in 1987, a UN conference occurred on this 
specific subject. 
More precisely, in the context of UN peacekeeping operations, disarmament has an 
important role to play. Indeed, the “disarmament, demobilization, reintegration” process 
(DDR), which refer to the process of demilitarizing officials and unofficial armed groups by 
controlling and reducing the possession and use of arms, can actively participate to create an 
environment predisposed to peace process, political and social reconciliation as well as social 
and economic rehabilitation. To this extent, the UN operation in Sierra Leone (UNAMSIL) has 
been particularly successful in carrying out disarmament and demobilization.  
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The disarmament objective has been reaffirmed in the Millennium goals, as the sub-
chapter 8 of the Millennium declaration attests: “we will also seek to eliminate the dangers 
posed by weapons of mass destruction” [13].  
B. Other campaigns 
A multitude of other disarmament movements and campaign exist around the world. To 
point out, non-exhaustively, some of them, we will refer to five. If they are all calling for 
disarmament, there focus can be more precise, as the strike against nuclear weapons. The 
International Campaign to Abolish Nuclear Weapons (ICAN) [14] is an international campaign, 
joined by 440 partners in 98 countries. Most of the actors are humanitarian, environmental, 
human rights as well as peace and development organizations. Its aim is to create a coalition to 
mobilize citizens around the world to “pressure their governments to initiate and support 
negotiations for a treaty banning nuclear weapons” [15]. As well, Greenpeace is leading an 
international campaign on peace and disarmament since 1971 [16], in order to denounce and 
fight nuclear weapons and powers. It leans on the potential of public opinion to influence policy 
making and highlights that a majority is already in favor of the abolition of nuclear weapons 
and disarmament and what is need is a stronger and more visible mobilization on this issue.  
 Other campaigns focus on mines, as the International Campaign to Ban Land Mines 
(ICBL), created in 1992 [17]. This global network, present in 100 countries calls for a world 
free of antipersonnel landmines. It has been pretty successful until then, taking into 
consideration that a Mine Ban Treaty, a legally binding international agreement that “bans the 
use production stockpiling and transfer of antipersonnel mines and places obligations on 
countries to clear affected areas, assist victims and destroys stockpiles [18]” has been adopted 
in 1997. Nowadays, this movement focuses on a sub-campaign “finish the job” [19] in order to 
pressure the State parties to fully implement the treaty.  
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Some movements focus on arm trades, as the European Network Against Arm Trade 
(ENAAT) which denounces the European governments which promote arms exports on behalf 
of private companies as well as export credit agencies exporting credit insurance for arm 
industries [20]. This movement, created in 1984, involves various organizations and individuals 
whose implement manifestations, conferences or informal exchanges to influence citizens and 
decision makers.  
 Then, other movements are more global and refer to all claims seen previously. The 
Mouvement pour une Alternative Non Violente1 (MAN) [21], created in 1971, train its 
members as well as non-affiliated citizens, about non-violence and demilitarization. It 
cooperates with other non-violent movement all around the world and its main objective is to 
“train, think, act and promote non-violent action around the world” [22]. In other words, it 
promotes non-violence in daily-life, education as well as social and political contestations.  
C. The Global Campaign On Military Spending (GCOMS): a framework for 
the Global Day of Action on Military Spending (GDAMS) 
The GCOMS has the objective to bring the issue of military spending into the broad 
public debate as well as strengthen activism. Its calls for a “great socio-ecological 
transformation” in order to develop an “equitable international social order” [23]. Since 
December 2014, the International Peace Bureau (IPB) has launched a permanent and 
international campaign to tackle the issue of “excessive military spending”. This campaign is 
supporting by around 300 organizations all around the world. 
The main outcome of this campaign will be the world congress “Disarm! For a climate 
of Peace” (Berlin, from September 30th to October 3rd 2016). The objective is to implement a 
transformation of the society by “reallocating military expenditure and handling conflict 
                                                 
1 Movement for a non-violent alternative (own traduction) 
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differently [24]”. The congress will regroup numbers of international organizations, activists, 
authors, economists, non-governmental organizations, journalists in various conferences and 
workshop approaching number of issues directly linked to disarmament.  
One of the main steps of this campaign is the GDAMS, which has taken place from 
April 5th to 18th 2016 all around the world. It has mobilized number of organizations and 
individuals internationally and represents a significant base for the upcoming world congress. 
This work will further develop the aspects of this specific campaign, at the international and 
Spanish level.  
5. Military and disarmament: is the general public aware? 
In order to have a better understanding about the public perception of military spending and 
disarmament movements, an online survey “What do you know about military spending” [25] 
has been creating to support this work (Appendix 1). The survey was available from April 22nd 
until June 8th, 2016. A total number of 81 participants gave their opinion. The survey was shared 
on social media using university and work contacts as well as private circles. The survey was 
available in English and French but, as well, Spanish answers were accepted in order to reach 
as much people as possible. 
The participants of the online survey were mainly French (39) and Spanish (20). As well, 
some other citizenships were represented: American (4), British (4), Colombian (3), German 
(3), Swiss, Italian, Australian, Australian, Turkish, Korean, Polish, Taiwanese and Lebanese. 
A. What does the general public know about military spending 
First of all, each participant had to define with their own words military spending. 
Clearly, as we see in the Figure 3, the majority (57%) gave a neutral definition which means 
that they define the military spending by its nature, without giving any judgment, as a German 
response highlights: “Military spending is the money spend for the whole military apparatus, 
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which includes the expenses for military staff, practice routine and the ongoing missions, 
maintenance of the equipment and research as well as the - from my point of view - mainstream 
idea of buying arms and weapon systems”. 
Then, 36% gave a negative definition of military spending, referring to expenses “too 
important”; “inhuman”; “stupid”. Finally, only 7% defined military spending positively as a 
“necessary” and “useful” budget.  
 
Figure 3: Online survey - Definition of military spending 
  
In the Figure 4, we can observe the repartition of the answers among countries. The 
negative definitions were mainly made by French citizens whereas Spanish citizens adopted 
more neutral views.  
7%
36%
57%
Definition of military spending
Positive
Negative
Neutral
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Figure 4: Online survey - Definition of military spending per citizenship 
 
As the Figure 5 shows, 40% of the participants consider military a legitimate budget to 
“protect a nation” or “a population” and considering the actual threat they perceive “useful 
against terrorism”. 42% of the participants do not consider military budget as legitimate at all, 
justifying this point of view by adjectives such as “inhuman”; “amoral”; “dangerous”; etc. 
Then, 16% consider this budget legitimate in some situations (“protection of liberties”; 
“protection of democratic values”) but exaggerate “comparing other budgets such as culture, 
education, sanitation” or more specifically for some activities such as “foreign intervention”.   
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Figure 5: Online survey - Is military a legitimate budget 
On the Figure 6, we can see the variation of opinions among countries. It appears that 
Spanish citizens tend to be more critical about the legitimacy of such budget whereas French 
citizens’ points of view are quite equally shared.    
 
Figure 6: Online survey - Is military a legitimate budget (per citizenship) 
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In the Figure 7, we observe that, if most of the participants developed definitions and 
opinions about military spending quite critical, the majority (51,9%) do not know what is the 
military budget of their country and 37% have a partial idea of it.   
 
Figure 7 : Online survey – Do you know the military budget of your country? 
 
However, as explained in the Figure 8, they consider global and military spending 
excessive, with 76,5% of the participants calling for a reallocation of global military spending 
(71,6% for national military spending). A really small number of participants consider that 
global and national military spending should increase (respectively 3,7% and 8,6%).  
 
Figure 8 : Online survey – Global and national military spending should… 
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B. What does the general public know about disarmament?  
 
Most of the participants define disarmament as “a reduction of weapons”; “reduction of 
military intervention”; “reduction of violence” by using positive terms such as “peace”; “good 
alternative”; “encouraging”. A small minority consider disarmament as “dangerous”; “a joke” 
or simply “impossible”.  
The participants had then to choose up to four ways to reprioritize the resources used by 
military budgets. The priorities chosen by the participants are education, health care, 
environmental policies and international cooperation.  
 
Figure 9: Online survey - How would you reallocate military spending 
 
However, a minority actually know disarmament movements and 88,9% never heard of 
the GDAMS. It is hard to consider that as a lack of interest, considering that a large majority, 
as we previously see in the Figure 8, wish a reallocation of military budgets. It could highlight 
a weakness of such movement to be accessible for the general public. Indeed, this survey has 
highlighted that, if military budget can be considered as necessary, the general public seems to 
be critical to, in one hand, its use, and in the other hand, the amount of money dedicated to it. 
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However, very few are aware that budget reallocation could be possible with a large 
mobilization on already existing campaigns. That is one of the challenges of such movements, 
particularly for the GDAMS: transforming a general opinion into a political action via the 
mobilization of societies.   
6. GDAMS: a global mobilization movement 
A. Objectives of the movement 
The GDAMS is calling for a massive transfer of military money to human needs. If there 
are number of organizations and millions of individuals supporting this point of view, the main 
goal of such a movement is clearly to make these opinions visible by gathering various actions 
all around the world. This process is quite efficient since the global action started in 2011. 
Indeed, as we see in the Figure 10 for the 2016 edition, around 150 actions take place in twenty 
to thirty countries [27] each year.   
 
Figure 10: GDAMS world map events, 6th edition (2016) [26] 
By mobilizing the public opinion, the movement’s main goal is to reach the civil society 
in order to create and develop a global community by building bridges between the various 
disarmament campaigns and movements and reaching new audiences and supports. This ground 
up process aims to pressure governments and military lobbying to reconsider military spending. 
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Due to, in one hand, the financial revenues military could provide and, in the other hand, the 
lack of funding of the GCOMS movement, it is necessary to apprehend such campaign in the 
long term. Indeed, it requires a global understanding of human security and peace approaches, 
questioning number of values supported by Occidental patriarchal societies.  
B. Why and how reallocate military spending 
For the organizers and participants of the GDAMS, cutting and reallocating military 
spending is a priority considering the various crises occurring around the world (environment, 
economy, epidemics, poverty, humanitarian crises, etc.) which calls for a massive reallocation 
of money to human needs spending. If military action can be seen as a way to securitize such 
issues, the results are mainly negative in practice with a worsening of such weaknesses, 
inequalities or conflicts. As Colin Archer highlights [28], military spending are “ineffective, 
provocative, counter-productive and excessive” and basically cease other approaches of crisis 
management and transformation (Appendix 2). 
In order to better understand this movement calling for the reallocation of military 
spending, and as an extra base of this work, I have personally decided to investigate on such 
issue and publish an article “Disarm, for a safer world?” [29] in the French online newspaper 
Le Journal International2 (Appendix 3). The interview of the Secretary General of the IPB, 
Colin Archer (Appendix 2), is the base of this article which can be consider as a contribution to 
the general awareness campaign.  
The movement highlights that it is urgent to adopt another vision of security and how to 
handle crises. In this aspect, the human security3 approach is gradually more supported by the 
international society as a whole. Through the 2000 Millennium Goals, Human Security seems 
                                                 
2 The International Journal (own translation) 
3 « Freedom from fear, freedom from want, and freedom to live in dignity » according to the Human Security 
approach elaborated by the UN (1994) 
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to enter in the core of the United Nations action with the aim to protect fundamental freedoms, 
people and building political, social, environmental, economic and cultural systems that brings 
people together in order to offer dignity to all. If this approach must be accepted as an essential 
outcome of all crisis management and transformation, the challenges are diverse in term of 
financing, cultural and political acceptance.  
 Nevertheless, five specific areas specified by number of researchers, academics and 
activists have been highlighted to reallocate military spending and could directly participate to 
the fulfillment of human security via an increase of human needs budget:  humanitarian aid, 
peace-building, public services, sustainable development and climate change. The 
improvement of funding of these five broad alternative areas would participate actively to the 
international promotion of a culture of peace. However, as J. Galtung highlights, the 
rehabilitation and transfer of budget face few major difficulties [30]. On one hand, taking funds 
away from the military will not automatically lead to disarmament if none political vision is 
adopted in this sense. On the other hand, most of the five reallocation ways indicated are 
supposed to be managed at the international level and, as J. Galtung highlights “greatest military 
spending takes places in the rich countries”. A reduction of such budget will more likely be 
reinvested within the national economy rather than international cooperation. These difficulties 
represent the main challenge of such a movement: transforming deeply the way societies are 
organized and thought.  
C. The 6th edition of the GDAMS: from 5th to 18th of April, 2016  
1) Actions around the world 
In 2016, 101 events took place worldwide during the campaign. If all the continents were 
represented, the vast majority of these events occurred in the United-States and in Europe 
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(mostly United-Kingdom). In Spain, the Centre Delàs was the only organization implementing 
actions for the 6th edition of the GDAMS.  
At the time of submitting this work, the final report about the 6th edition of the GDAMS has 
not been published yet. It is consequently hard to evaluate the real impact of the international 
campaign. However, and in order to show the diversity of actions (demonstrations, press 
statement, actions on social media, etc), two specific actions will be further detailed, according 
to individual reports provided by some organizations: the Peace Boat in South-East Asia and 
the Pre-GCOMS conference in Nairobi, Kenya.  
The Peace Boat [31] since 1983, has launched trips around the world to promote peace 
values. Its philosophy is “that any problem faced by any community is a global challenge that 
must be tackled through cooperation between people, organizations and governments of the 
world » [32] through a work based on civil society movement. For the 6th edition of the 
GDAMS, Peace Boat organized a presentation and workshops onboard (sailing in Northeast 
Asia) about military spending and what would be needed to meet the urgent humanitarian needs 
worldwide.  
In Kenya, a preparatory event was organized in Nairobi for the Berlin Congress “DISARM! 
For a climate of Peace” on April, 17th 2016 with the participation of delegates from Kenya, 
Uganda, Tanzania, Rwanda and Burundi. The main goal of the conference was to “disabuse the 
argument by the skeptics that Africa needs to increase military spending to address the 
increasing cases of insecurity in the African Continent” [33] focusing particularly on issues 
such as the terrorist threat, women and peace, regional peace and security and military spending, 
corruption and climate change and security.   
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2) Social media impact 
The social media impact of the campaign between the April 5th and 18th 2016 has been 
measured by the IPB in a “Social Media Report” [34]. The main tools used to promote the 
campaign were Thunderclap, Facebook, Twitter, the various websites of the participating 
organizations and Instagram.  The main goals of the campaign communication were “to increase 
the visibility of GDAMS; to better organize GDAMS, to build, strengthen and broaden the 
GDAMS community and to create awareness about the initiative and involve stakeholders”.  
Although the website has not received many visits during the campaign, 96% of them were 
new visitors. One of the main explanations of this weak result is the lack of promotion of such 
website through the other social media. 
The Thunderclap “Money for war or human needs?” with the main message “Let’s move 
the money”, launched by the IPB, was a success with a total social reach of 63.726 people. This 
is mainly due to the close collaboration with other NGOs around the world, as Centre Delàs.  
On Facebook, the page of the IPB [35], which organize the GDAMS, reached during the 
period three times more visits than the non-campaign period and counts 3.744 followers4. The 
most popular posts were about the Thunderclap campaign or the ones representing info graphics 
about military and social spending. For this edition, Facebook was the main source of 
information and action for the public, representing much higher audience than the various 
websites and searches on Google.  
Also, the majority of the supporters were the 25-44 years old, which highlights the interest 
of relatively young population on the subject which represents a good mobilization base for the 
next editions. As well, the top locations of the supporters were the United-States and the United-
Kingdom with English as the main language.  
                                                 
4 08/06/2016 
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An Instagram account was created for this edition in order to reach “young people who 
are not specifically interested in [the] sector, but who agree with [the] message or like [the] 
pictures”. For the following editions, an advice would be to strengthen the use of Instagram in 
order to increase GDAM’s visibility.  
On Twitter, the hashtag GDAMS was, according to the social media report, “mentioned 
240 times” by different partners as the Figure 11 shows. Is it clear that people are more willing 
to engage when graphics or drawings are published. However, according to the IPB, people 
were less interactive on Twitter than on other social media such as Facebook and Instagram.  
 
Figure 11: Some tweets during the 6th edition of the GDAMS (2016)  
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7. The Spanish mobilization campaign by Centre Delàs de Estudios 
por la Paz 
A. The actions implemented 
To develop and implement the Spanish campaign on military spending, the project has been 
developed through a logical framework matrix. In the following part, each steps of this matrix 
will be analyzed: the definition and implementation of the goal and purposes (Section 7.A.1), 
the three outputs of the campaign (Section 7.A.2) and the activities to implement during the 
campaign (Section 7.A.3). 
1) Definition of the goal and purpose  
 
The first step, developed in the Table 1, was to define clearly the objectives of the 
campaign. Considering that the Spanish campaign on military spending is part of the GDAMS, 
the goal is clearly to reallocate Spanish military spending into human needs spending5. More 
precisely, and to adapt Centre Delàs’ actions to the Spanish context, the purpose of the 
campaign is divided into two: rise of public awareness about military spending and its 
reallocation and political action to reallocate such budgets.  
PROJECT 
DESCRIPTION 
OBJECTIVELY 
VERIFIABLE 
INDICATORS 
OF 
ACHIEVEMENT 
SOURCES AND 
MEANS OF 
VERIFICATION 
ASSUMPTIONS 
(external factors 
necessary to 
sustain objectives 
in the long term)  
GOAL Reallocation 
of Spanish 
military 
spending to 
human needs 
spending  
-decrease of 
national military 
budgets 
-increase of human 
needs spending 
 
-Spanish budget 
reports (2017 and 
further) 
- Modification of 
political programs 
about the 
distribution of 
national budgets 
-Political 
agreement and 
support 
-Government 
economic 
resources  
-Support of the 
population 
                                                 
5 As previously explained, in this work human needs spending refers to social welfare spending and international 
cooperation spending 
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-Political 
references to such 
topic 
-Willingness of the 
international 
security to follow 
this path 
-International 
agreements about 
disarmament 
PURPOSES -Rise of 
public 
awareness 
about 
military 
spending 
and its 
reallocation  
-Political 
action: 
reallocation 
of military 
spending 
into human 
needs 
spending 
-increase of public 
action on military 
spending related 
issues 
-decrease of 
Spanish military 
Budget (2017 and 
further) 
-increase of human 
needs spending 
(2017 and further) 
-publication of a 
transparent 
military budget  
 
-Spanish budget 
reports (2017 and 
further) 
-Increase of 
pacifist 
organizations 
supporters and 
donators 
-Increase of the 
number of public 
actions on military 
spending related 
issues 
-Transparency of 
the budgets 
 
-Political support 
of the 
parliamentary 
majority  
-support of the 
civil society, 
NGOs 
-popular 
mobilization  
-Government 
transparency  
-International 
agreements about 
disarmament 
Table 1: Logical framework matrix – Goal and purpose 
 
2) The outputs of the campaign 
 
Then, three main outputs, developed in the Table 2 have been identified. First, increase 
public awareness appears to be the essential base to implement such reallocation project. 
Indeed, numbers of citizens are not aware of the reality of the Spanish military budget either of 
the economic, social, environmental and humanitarian costs of the military. Consequently, the 
first step is to make such information available and understandable by the Spanish population. 
As a consequence of the first output, Centre Delàs needs to make this mobilization visible 
by the political leaders and parties. In other words, the second step consists of increasing 
political awareness about both the specificity of the subject and the public mobilization about 
it.  
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Finally, these two previous outputs should be transformed into political action via a 
reconsideration of national budget allocation by the political leaders and parties. To do so, the 
final activity consist of implementing lobbying activities to directly pressure the political parties 
and leaders in the context of Spanish general elections occurring in June 26th 2016. 
It is important to note that all these activities, if there are specific of the 2016 campaign 
needs to be comprehend in a long term process. Indeed, it is likely that this campaign will need 
several years to actually achieve its main goal.   
PROJECT 
DESCRIPTION 
OBJECTIVELY 
VERIFIABLE 
INDICATORS 
OF 
ACHIEVEMENT 
SOURCES AND 
MEANS OF 
VERIFICATION 
ASSUMPTIONS 
(external factors 
necessary to 
sustain 
objectives in the 
long term)  
OUTPUTS 
1-Increase public 
awareness on the 
distribution of public 
expenses and the 
priorities to develop a 
culture of peace 
-Success of 
GDAMS actions: 
dissemination and 
mobilization 
-Increase of public 
involvement on 
disarmament 
NGOs and events 
(long term) 
 
-Facebook visitors / 
followers / likes / 
shares 
-Centre Delàs’ 
Website visitors 
-Tweets and Re-
tweets / followers 
on Twitter 
-number of 
signatures for the 
petition on Change 
(Section 7.B.3) 
- press articles 
- Conferences on 
military spending 
related topics 
(Appendix 3) 
- radio interviews 
-Share of the 
Thunderclap 
launched by the 
IPB 
-Public 
willingness to 
involve in such 
issue (depending 
on priorities, 
threat feeling, 
etc) 
2-Increase political 
awareness on the 
distribution of public 
expenses and the political 
priorities to develop a 
culture of peace  
-Political 
recognition of civil 
society and public 
mobilization on 
the issue of 
military spending 
-Public declarations 
-Answer to the 
petition on Change 
- integration of 
such issue in the 
political program 
-Political 
willingness to 
consider such 
issue 
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of x party for the 
upcoming elections 
(26th June, 2016)  
 
3-Political lobbying to 
pressure political parties 
and leaders to reconsider 
the Spanish military 
Budget and reallocate 
military spending into 
human needs spending  
-Integration of 
such issue on the 
political agenda  
-Publication of 
transparent 
military data  
-Change of 
upcoming military 
budgets (long 
term) 
-Public recognition 
of the issue 
- Public statements 
about a reallocation 
of spending 
- Budget reports 
(from 2017 to…) 
-Political 
willingness to act 
on such issue 
- Political events 
in Spain: new 
elections / 
formation of a 
government 
Table 2: Logical framework matrix – outputs 
 
3) Planned activities 
In order to achieve all these outputs, several activities have been defined, as further 
explained in the Table 3. First, to increase public awareness (Activities 1.1 / 1.2 / 1.3 / 1.4 / 1.5, 
Table 3), one goal is to make the data and information about Spanish military spending available 
and understandable to a large audience. To do so, relevant reports and articles needs to be 
diffused through various social media. As well, some designs must be created in order to make 
the data clearer and eyed-catching. These two points involved a complete actualization of the 
related pages on the Centre Delàs website. Also, in order to transform this public awareness 
into public engagement, the Centre Delàs has implemented and disseminated an online petition 
through the platform Change [36] (Appendix 6).  
In order to increase political awareness to such subject and public mobilization 
(Activities 2.1 / 2.2 / 2.3, Table 3), the Change petition seems to be the perfect way to link 
citizens and political leaders and parties. Indeed, for each signature, an automatic email is sent 
to the political leaders or parties designed in the petition. It permits to keep them informed of 
the mobilization as well as pressure them to act. By questioning them via the Change petition 
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but as well via social media, a dialogue and debate can be initiated through social networks, 
preparing later meaningful dialogues. 
Finally, in order to transform the political awareness into political action on state budget 
reallocation (Activities 3.1 / 3.2 / 3.3 / 3/4), Table 3), this campaign results on lobbying 
activities with the aim to challenge and pressure political parties and leaders in the context of 
2016 Spanish general election and further.   
Some specific activities, such as the creation and dissemination of new designs about 
Spanish military spending, the Change petition and lobbying activities will be developed in the 
following part (7.B) in order to better understand their impact on such campaign.  
PROJECT 
DESCRIPTION 
OBJECTIVELY 
VERIFIABLE 
INDICATORS 
OF 
ACHIEVEMENT 
SOURCES AND 
MEANS OF 
VERIFICATION 
ASSUMPTIONS 
(external factors 
necessary to 
sustain 
objectives in the 
long term)  
ACTIVITIES 
1-1 Update the infography 
on the website: Gastos 
militares para gastos 
sociales (Appendix 5) 
1-2 Promote the following 
reports: Analisis del 
presupuesto de defensa 
español del año 2016 
[37]; Exportaciones 
españolas de 
armamento 2005-2014 
[38] an former ones on 
Facebook, Twitter and 
the website 
1-3 Update the website 
page Recortamos el 
gasto military [39] with 
2016 datas and 
informations about the 
GDAMS 
1-4 Online Change Petition 
Invirtamos el gasto 
Means: 
- Centre Delàs 
team 
- general public 
-updated 
documents 
- Change petition 
(Appendix 6) 
- newspapers 
-radio programs 
- TV programs 
- social media  
-online survey 
“what do you 
know on military 
spending?” via 
GoogleForm 
(Appendix 1) 
- conferences 
about military 
related subjects 
(Appendix 4) 
- Facebook visitors 
/ followers / likes / 
share 
-Centre Delàs’ 
website visitors 
-Tweets and re-
tweets/followers on 
Twitter  
- number of 
signatures for the 
petition on Change 
(Section 7.B.3) 
- press articles 
- number of 
participants at the 
conferences on 
military spending 
related topics 
 
COST 
-working hours of 
the Centre Delàs 
team 
-Public 
willingness to 
involve in such 
topic 
-Public 
involvement on 
traditional and 
social media 
- Public 
willingness to 
sign and share the 
petition 
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militar en políticas de 
paz (Appendix 6) 
1-5 Activity on the media: 
social networks, 
newspapers, radio, TV, 
survey 
 
2-1 Online Change petition 
Invirtamos el gasto 
militar en políticas de 
paz (Appendix 6) 
2-2 Automatic email sent to 
the Spanish political 
leaders and parties for 
each signature of the 
petition  
2-3 Call the attention of the 
political leaders / 
parties by mentioning 
them on social media 
Means: 
- Centre Delas 
team 
- Public 
- Political leaders 
and parties  
-Change petition 
-lobbying action  
 
- number of 
signatures on 
Change petition 
- politicians’ 
response 
- emails, calls 
- meeting 
 
COST: 
-working hours of 
the Centre Delàs 
team 
 
-  Public 
willingness to 
sign and share the 
petition  
-Politicians 
willingness to 
take part of a 
dialogue 
-Political 
willingness to 
answer emails 
and calls and 
accept discussion  
3-1 Analyze of the political 
programs about peace 
policies and defense 
3-2 Action on social media 
to call the attention of 
the political parties and 
leaders 
3-3 Personalized emails to 
all political parties to 
ask for a better 
consideration of peace 
and defense issues 
3-4 Dialogue about 
electoral programs 
Means: 
- Centre Delàs 
team 
- Political leaders  
- Change petition 
-Meeting agenda  
-Political electoral 
programs 
-Lobbying action 
-Political cards 
-Article 
 
- politicians’ 
response 
- minutes of the 
meetings/calls 
-modification of 
electoral programs 
 
COST: 
-working hours of 
Centre Delàs team 
- Politician 
willingness to 
open a dialogue 
on the issue of 
military spending 
-Politicians 
willingness to 
accept meetings 
- Politicians 
willingness to 
negotiate 
Table 3: Logical framework matrix – activities 
 
B. How to reach the public and the decision makers  
In order to better understand how to reach the public and the decision makers and to make 
them active about the issue of military spending and its reallocation, a monitoring and 
evaluation matrix has been implemented in order to define daily management of the campaign 
and to adapt it to variations.  
Then, in order to highlights the main components of the campaign, we will focus on three 
activities: the creation and dissemination of the designs “military spending for social welfare 
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spending”; the Change petition and the lobbying activities implemented to directly challenge 
the political leaders and parties. 
1) Monitoring and Evaluation (M&E) matrix 
To define the daily management of the campaign, six main elements has been developed 
in the M&E matrix: the performance question, the indicators and information required to answer 
this question, the baseline information, the data methods, the implementation support of such 
outcomes and the communication needed to achieve them.  
Outputs Performance 
questions 
Indicators and 
information needs 
Baseline information 
1-Increase 
public 
awareness on 
the 
distribution 
of public 
expenses and 
the priorities 
to develop a 
culture of 
peace 
To what extent people 
are aware of the cost 
of military spending 
in Spain? 
 
To what extent the 
general public feel 
concerned about 
military spending 
reallocation?  
Input indicator: number 
of working hours; 
amount of money spent 
by the Centre Delàs 
 
Output indicator: 
production of new 
material (reports, 
designs, website pages, 
social media messages); 
number of conferences 
and media intervention; 
Change petition 
 
Impact indicators: 
evolution of online 
content consultation on 
different social media, 
public participation to 
conferences, number of 
signature on Change 
petition  
 
-number of visitors, 
followers, shares on the 
Centre Delàs website and 
its social media 
 
-attendance during the 
conferences 
 
- Number of signatures 
on Change petition 
(Appendix 6) 
 
-Number of answers to 
the online survey “What 
do you know about 
military spending?” 
(Appendix 1) 
2-Increase 
political 
awareness on 
the 
distribution 
of public 
expenses and 
the political 
priorities to 
develop a 
Are the political 
leaders and parties 
aware of public 
mobilization about 
military spending?  
 
Do they recognize and 
consider the action on 
military spending?  
Input indicators: 
number of working 
hours; amount of 
money spent by Centre 
Delàs 
 
Output indicators: 
Change petition, 
Change automatic 
emails, targeted tweets 
-public declaration 
 
-Comments on Change 
petition 
 
-Emails, tweets 
 
-direct contacts 
 
-dialogue 
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culture of 
peace 
 
Impact indicators: 
political answer to the 
public mobilization via 
email, tweets, 
comments on the 
Change petition, etc. 
3- Political 
lobbying to 
pressure 
political 
parties and 
leaders to 
reconsider 
the Spanish 
military 
Budget and 
reallocate 
military 
spending into 
human needs 
spending 
Are the political 
leaders and parties 
taking action about 
military spending?  
Input indicator: number 
of working hours; 
amount of money spent 
by Centre Delàs 
 
Output indicator: 
Change comments, 
emails, answers to the 
targeted tweets, direct 
exchanges, dialogue 
 
Impact indicator: 
political declaration, 
political programs and 
declaration; (further) 
political 
implementation 
-dialogue with the 
political leaders / parties 
 
-emails, comments, 
tweets 
 
-public declaration 
 
-political programs 
Table 4: M&E matrix – first part 
Outcome Data methods Implementation 
support 
Communication 
1-Increase 
public 
awareness on 
the 
distribution of 
public 
expenses and 
the priorities 
to develop a 
culture of 
peace 
-Stakeholders 
analysis (NGOs, 
Public, Civil society, 
etc) 
-documentation 
review and 
actualization  
-Online questionnaire 
-Change petition 
- Conferences 
(Appendix 4) 
-researchers 
-communication 
specialist 
-administrative 
-general public via the 
share of Centre Delàs’ 
content and actions 
Who should receive: 
general public 
 
When: from April 5th - 
ongoing 
 
2-Increase 
political 
awareness on 
the 
distribution of 
public 
expenses and 
the political 
priorities to 
develop a 
-Stakeholders 
(including political 
leaders and parties) 
content of discourse 
-content of political 
leaders and parties 
answers 
-content of political 
declarations and 
programs 
-communication 
specialist 
-administrative 
-specialists able to 
attend meetings with 
the politicians 
-Centre Delàs 
members willing to 
engage discussion with 
politicians 
 
Receivers: political 
leaders and parties 
 
When: from April 5th 
2016 with an active 
peak during the 
electoral period (mid-
June 2016) 
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culture of 
peace 
3- Political 
lobbying to 
pressure 
political 
parties and 
leaders to 
reconsider the 
Spanish 
military 
Budget and 
reallocate 
military 
spending into 
human needs 
spending 
-Stakeholders 
-content of political 
programs and its 
modifications 
-communication 
specialist 
-specialists able to 
directly negotiate 
-administrative 
-Centre Delàs 
members to support 
lobbying actions 
Receivers: political 
leaders and parties 
 
When: from April 5th 
2016 with an active 
peak during the 
electoral period (mid-
June 2016) 
Table 5: M&E matrix - second part 
  As the M&E matrix above shows, the campaign is a complex process relying on several 
actors, materials and communication means. In order to give a more specific idea of some of 
them, this work will develop three important elements.  
2) The designs « military spending for social welfare spending » 
The designs “military spending for social welfare spending” [40] have been created with 
the data presenting by Centre Delàs in the last report about Spanish military spending “Fraud 
and improvisation in Spanish military expenditure” (2016) [41]. The main goal is to make these 
data accessible to all and consequently to increase public awareness. As well, and with the aim 
to denounce the waste of public money, a comparison is made between specific military 
spending and social spending in order to better understand the weight of such budget within a 
national economy.  
The designs, in order to sensitize Spanish citizens and politicians but as well international 
ones about this specific issue, have been made in Spanish, Catalan and English (Appendix 5). 
The illustration presented by the Figure 12 is one of the various created designs, in English. 
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Figure 12: Military spending for social welfare spending – Centre Delàs – GDAMS 2016 
The designs have been extensively shared in the various social media. It is important to note 
that they gave to each post an additional value and have permitted to make the campaign more 
attractive and accessible for number of citizens.  
3) The petition “Let’s convert military spending into Peace policies” 
The main component of the campaign is the petition launched on Change “Let’s convert 
military spending into Peace policies” (Appendix 6). Indeed, it links the three main outputs of 
the campaign previously described: increase of public awareness, increase of political 
awareness and lobbying activities to influence political action. This petition was launched 
during the second week of the global campaign, on April 13th 2016. Indeed, the first week was 
dedicated in giving information to the public about global and Spanish military spending and 
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their implications. As a consequence, the public was more aware about such subject when the 
petition was published.  
To reach a broader audience, social media have been Centre Delàs’ best support (mainly 
Facebook and Twitter). Considering that the petition is available in Spanish, Catalan and 
English, several partner organizations within Spain but as well internationally like the IPB, 
helped to spread the petition. This aspect was easier thanks to the use of the official hashtag of 
the GDAMS #welfarenotwarfare.  
On June 15th 2016, 1.574 people have signed the petition. This is an on-going petition and 
Centre Delàs expects more signatures due to the lobbying activity it implements during the 
electoral campaign pre general elections on June 26th 2016.  
4) Lobbying activity 
a. Mapping the electoral programs about defense, security and peace 
In order to implement lobbying activities to pressure the Spanish politicians to act on 
military spending and the role and nature of defense in Spain, the first step is to map the related 
propositions of the main parties on such issues. Centre Delàs has decided to study the program 
of the five main political parties: Partido Popular (PP), socialist party (PSOE), Podemos, 
Izquierda Unida (IU) and Ciudadanos. As the Appendix 7 details, several themes have been 
chosen by the Centre Delàs, considered to be essential to build a culture of peace. There are the 
several: military budget; military operations; military forces and military life; foreign military 
bases; the North Atlantic Treaty Organization (NATO); militarized education; arms trade; 
military industry; disarmament and finally, arms founding.  
Then, the parties’ proposals have been classified from 0 (not mentioned) to 10 (culture of 
peace). As the Figure 13 shows, regarding the diminution of the military budget and of military 
operations and capacities, the PP and Ciudadanos support a conservative position which aim to 
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maintain and modernize the military capacities. The two left parties call for a control of the 
military budget (Podemos) when its colleague clearly defends a drastic reduction of this budget 
(IU). The same trend is observed regarding foreign military interventions. The subject of arm 
trade and financing is poorly developed both IU and PSOE are the only one demanding 
transparency, parliamentary control and the achievement of related international agreements. 
Regarding NATO, IU is the only party calling for an immediate exit and independence from 
the organization. For the education, the PP, Ciudadanos and PSOE wish to promote a culture 
of defense whereas Podemos and IU highlight the necessity to develop a culture of human rights 
and peace. Finally, none of them mention the possibility to reconvert the military industry into 
civilian industry.  
 
Figure 13: Comparative analysis of Spanish electoral programs about Peace, Security and Defense policy 
The global conclusion of this study is that, only a small space is giving to peace, security 
and defense into the Spanish political debate. That is the main reason why Centre Delàs ask the 
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political leaders and parties to be more concrete on certain specific subjects and to have the 
courage to engage in the path of demilitarization and promotion of peace.  
 This analysis has been published through an article on the Centre Delàs website [42] 
with the aim to both raise public and political consciousness on these subjects and pressure 
political leaders and parties. In order to better disseminate it, the article has been published on 
Facebook, as an actualization of the Change petition and on Twitter via various references 
(Appendix 8).   
b. Engage dialogue and negotiations with the political parties and leaders 
 
In order to engage the dialogue and make the peace, security and defense policies a 
significant element of the electoral debate, the Centre Delàs has sent personalized emails on 
June 9th 2016 to each principal political parties in order to have more information about their 
positions or absence of position on the following subjects developed in the Figure 13. 
At the same time, the online Change petition has been updated to inform its supporters about 
this action and its content with the attempt to stimulate its dissemination (Appendix 9). With 
the same attempt to pressure the political parties and leaders to answer to these emails, Centre 
Delàs has launched a Twitter campaign which directly calls to mind them through social media 
(Appendix 10).  
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8. Evaluation of the campaign 
At the time, it is hard to tell if the campaign has been successful, knowing that, if the 
GDAMS are officially over since April 18th 2016, the Spanish campaign is continuing 
considering the electoral timeline (general elections, June 26th 2016).  
The evaluation matrix, Table 6 and 7, attempts to evaluate the Spanish campaign on military 
spending in order to highlight its strengths and weaknesses for the following editions. Some 
strengths have been developed for this edition such as an international cooperation with other 
NGOs involved in the GDAMS campaign, particularly with the IPB. In this point, the creation 
of a Spanish and Catalan page in the GCOMS website [43] is probably the most significant 
example of this cooperation, which has given a better visibility to the Spanish campaign.  
As well, the Change petition was a new activity implemented by Centre Delàs. If it appears 
to be an excellent tool to both reach the general public and the political leaders and parties, it 
has, as well, highlights the weaknesses of the campaign. As explained in the Table 5, this kind 
of campaign need a better and longer preparatory work and, for the following years, it would 
be relevant to start informing the general public on this issue before the official dates of the 
GDAMS campaign, in order to have a better capacity to reach people for the other activities 
such as the Change petition.  
As well, communication is the key element to successfully launch a petition and 
successfully manage a campaign as a whole. If the Centre Delàs used quite efficiently social 
and traditional media to disseminate its messages, partnerships with other organizations should 
be better used to broadcast such messages. In this point, a communication professional could 
be the better way to be efficient, or, the organization should consider to better train its members 
on such field.  
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Outputs Relevance: quality of 
planning and 
adaptation 
Efficiency: how were 
inputs and activities 
converted into 
results 
Effectiveness: how 
well did the results 
contribute to the 
achievement of the 
project purpose 
1-Increase 
public awareness 
on the 
repartition of 
public expenses 
and the 
priorities to 
develop a culture 
of peace 
-Efficient production 
and distribution of 
material (reports, 
designs, et) 
- Efficient and 
extensive use of social 
media 
-Good implication of 
the Centre Delàs team 
- Lack of a 
communication 
specialist 
-Good cooperation with 
other organizations as 
the IPB 
-Lack of time to 
actually prepare the 
campaign (started one 
month before the 
beginning of the official 
event April 5th) 
-Relatively good 
participation to the 
online survey “What do 
you know about 
military spending” (81 
answers) 
-Great public impact 
via conferences (5) 
about military related 
subjects during the 
official GDAMS period 
(Appendix 4) 
- Infography well 
distributed through the 
website; GCOMS 
page and social media 
- Good distribution of 
the reports related to 
Spanish military 
spending on the 
Centre Delàs website, 
GCOMS page 
- The entire website 
pages linked to the 
campaign updated in 
three languages 
- Limited success of 
the petition (1.574 
signatures the 
15/06/2016) 
- Good response and 
participation of the 
public on social media 
 
-All these activities 
had a better visibility 
in Spain and abroad 
thanks to the 
cooperation with the 
IPB 
- a mobilization 
which permits the 
Centre Delàs to 
engage, due to a 
good support, a 
dialogue with the 
Spanish political  
leaders and parties 
(June 2016) 
2-Increase 
political 
awareness on the 
repartition of 
public expenses 
and the political 
priorities to 
develop a culture 
of peace 
-Good implication of 
Centre Delàs team  
-None reaction from the 
political parties and 
leaders to the petition 
(last update: 
15/06/2016) 
-None reaction form the 
political parties and 
leaders to the tweets 
and the campaign on 
- At the time, no 
results linked to the 
petition 
- At the time, no 
reaction from political 
leaders or parties to 
the automatic email 
sent for each signature 
of the petition 
- At the time, no 
exchange with the 
-No direct result 
related to political 
parties / leaders 
answer and 
dialogue 
-A material which 
provide a good 
support  
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social media (last 
update: 15/06/2016) 
 
political leaders and 
parties 
 
3- Political 
lobbying to 
pressure 
political parties 
and leaders to 
reconsider the 
Spanish military 
Budget and 
reallocate 
military 
spending into 
human needs 
spending 
-Good implication of 
Centre Delàs team 
-Lack of an additional 
person in charge of the 
campaign, especially 
specialized in 
communication 
-Good analysis and 
dissemination of 
political programs 
about peace, security 
and defense policies 
-Personalized emails to 
all political parties and 
leaders sent to late 
regarding the electoral 
agenda 
-Efficient and relevant 
campaign on twitter  
- The dialogue has 
been, until this point, 
unilateral (no answers 
from the political 
parties and leaders)   
- Analyze of political 
programs well 
distributed and shared 
by Centre Delàs and 
its followers: good 
impact 
- Relevant action on 
social media without 
any answer from the 
political parties / 
leaders (last update 
15/06/2016) 
- Personal cards sent 
to all the concerned 
parties without any 
result (15/06/2016) 
-At the time, no 
direct result linked 
to political 
consideration and 
action about such 
issue. 
-Actions which are 
throw again the 
campaign with a 
good public 
support on social 
media 
Table 6: Evaluation of the campaign – first part 
Outputs Impact: which benefits on 
society and sector? 
Sustainability: have and 
will products and benefits 
be maintained? 
1-Increase public 
awareness on the 
repartition of public 
expenses and the priorities 
to develop a culture of 
peace 
-Better understanding by the 
public of the amount of 
resources used by the 
military 
-Better understanding of 
disarmaments movements 
-Better understanding of the 
reallocation options  
 general rise of public 
awareness  
This rise of public awareness 
could be maintained  if  
- The actions last 
- Data updated  
- Increase of actions 
according to 
increasing support 
Which would result to a 
better potential for the 
Centre Delàs to pressure 
political parties/leaders 
2-Increase political 
awareness on the 
repartition of public 
expenses and the political 
priorities to develop a 
culture of peace 
At the time (15/06/2016) no 
observed impact, regarding 
the absence of reaction and 
answers from political 
leaders and parties 
-None actual benefits 
(15/06/2016) 
-With a higher public 
awareness and mobilization, 
some future results can be 
expected  
3- Political lobbying to 
pressure political parties 
and leaders to reconsider 
the Spanish military 
Lobbying without any 
results at the time 
(15/06/2016) 
-None actual benefits 
(15/06/2016) 
-Necessity to implement 
such actions for further 
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Budget and reallocate 
military spending into 
human needs spending 
electoral events in order to 
include this campaign in the 
long term political debate 
Table 7: Evaluation of the campaign – second part 
The effectiveness, impact and sustainability (Table 6 and 7) of the campaign are hard to 
evaluate at the time (15/06/2016) considering the small amount of time available to actually 
reach and observe results. Nevertheless, this campaign has highlighted a real potential for the 
upcoming actions and editions. It has been a good way to raise public awareness and, if the 
effects linked to political awareness and action, have been limited or inexistent; it has set a good 
base for the continuity of such actions and the upcoming campaigns.  
As well, it would be necessary to review this work at the time of the Spanish general 
election, June 26th 2016 considering that such results could differ at this time. Unfortunately, 
the deadline of the submission of this work (17/06/2016) does not permit to further develop the 
potential result variations.  
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9. Conclusion 
Clearly, the general public, civil societies, as well as many governments, are aware of the 
diverse crisis we currently face at several levels: economic, social, environmental and 
humanitarian. If several ways to deal with those problems are studied and attempted, one big 
element is often left apart. Military spending represent a huge amount of public money and 
reallocating part of it could have positive effects on national social welfare policies as well as 
international cooperation in order to implement a culture of peace.  
If this reallocation is increasingly supported by activists, NGOs, citizens, scholars, all 
around the world, it remains absent of the political programs and actions. In order to change 
such things, a mobilization from the ground, through various disarmament movements, is 
calling urgently for this reallocation. Campaigns are various, by their nature and their level. The 
GDAMS has the particularity to gather diverse disarmament actions all around the world, 
linking international and comprehensive ambitions to local needs highlighting the fact that, if 
such reallocation has to be done according to specific contextualized priorities, the positive 
effects would be observe if international agreements and actions are implemented.  
Centre Delàs has joined the international campaign on military spending and has actively 
participated to the GDAMS 6th edition (2016). The campaign begun in the frame of the 
GDAMS. It has further been extended due to the Spanish electoral agenda, which has permitted 
to integrate this issue into the political debate. Basically, the process adopted through this 
campaign was to mobilize the general public which is an essential base to further pressure 
political parties and leaders to adopt new political priorities.   
The Centre Delàs campaign has highlighted a major strength: a general public concerned 
about military spending and reallocation when they are adequately informed and their capacity 
to actively involve into dissemination and awareness actions on social media. Unfortunately, 
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the chances to actually make a political change on the issue in Spain are, at the time, poor. It 
underlines the necessity to think the campaign continuously rather than one specific event once 
a year. As well, such organizations as Centre Delàs, should be logistically better prepare to 
make their efforts more efficient, which emphasize the troubles facing small NGOs due to a 
lack a funding. Nevertheless, this specific Centre Delàs campaign constitutes a strong and 
diverse base that, if it is improved and developed, could have a real impact on the political 
agenda within the following years.  
Last but not least, this work has referred to numerous actions all around the world which 
highlights that people are building and participating to alternative way to live and to think. This 
is pretty encouraging for disarmament movements but as well, peace movements as a whole: 
with the aggregation of ideas and forces, the international society will be able to make peace 
culture building and all its implications the political path to adopt to build a fairer world.   
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Appendix 2: Colin Archer Interview about the GDAMS (March 15th 2016) 
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Appendix 3: Article “Désarmer: pour un monde plus sûr?, Le Journal 
International 31/05/2016 (French) 
 
Available at : http://www.lejournalinternational.fr/Desarmer-pour-un-monde-plus-
sur_a3569.html  
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Appendix 4: Conferences on military spending related topics – Centre Delàs – 
GDAMS 2016 
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Appendix 5: Designs “military spending for social welfare spending” in Spanish, 
English and Catalan 
 
Available at: http://www.centredelas.org/en/campaigns/retallem-la-despesa-militar  
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Appendix 6: Change petition “Invirtamos el gasto military en politicas de paz” 
 
Available at: https://www.change.org/p/invirtamos-el-gasto-militar-en-pol%C3%ADticas-de-
paz?recruiter=525705398&utm_source=share_petition&utm_medium=copylink  
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Appendix 7: Mapping the electoral programs about military spending and defense 
– Centre Delàs (Spanish) 
 
Article available at: http://www.centredelas.org/ca/general/2716-possibles-propostes-de-pau-i-
seguretat-eleccions-26j  
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Appendix 8: Twitters about the electoral programs analysis, lobbying activity, 
Spanish general elections (June 26th 2016) 
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Appendix 9: Update of the Change petition with a copy of the personalized cards 
sent to the principal Spanish political parties June 9th 2016 (Spanish) 
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Appendix 10: Twitters about email sent to the political parties and leaders, 
lobbying activity, Spanish general elections (June 26th 2016) 
84 
 
 
